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PEGARUH PERSEPSI KEGUNAAN PENGGUNAAN, PERSPEKTIF 
KEMUDAHAN PENGGUNAAN, DAN PROMOSI PENJUALAN 
TERHADAP MINAT PEMBELIAN ULANG PENGGUNA E-WALLET: 
STUDI PADA OVO DI SIDOARJO 
 
Latifa Al Rosyidah Imas 








Penelitian ini dilaksanakan dengan tujuan untuk mengetahui pengaruh dari 
persepsi kegunaan penggunaan, perspektif kemudahan penggunaan, dan promosi 
penjualan terhadap minat pembelian ulang pengguna e-wallet di Sidoarjo, 
khususnya pengguna OVO. Karena pembayaran digital telah menjadi tren dalam 3 
tahun terakhir di Indonesia, beberapa perusahaan pun mencoba untuk terjun ke 
dalam industri ini. Oleh sebab itu, OVO berkewajiban untuk meningkatkan minat 
pembelian ulang penggunanya sebagai tanda bahwa pengguna memiliki antusiasme 
dan minat terhadap layanan yang dimiliki OVO. Tujuan dari penelitian ini adalah 
menentukan apakah persepsi kegunaan penggunaan, perspektif kemudahan 
penggunaan, dan promosi penjualan memiliki pengaruh yang signifikan terhadap 
minat pembelian ulang pengguna OVO di Sidoarjo. Variabel yang digunakan di 
penelitian ini termasuk variabel independen yang mencakup Persepsi Kegunaan 
Penggunaan (X1), Perspektif Kemudahan Penggunaan (X2), Promosi Penjualan 
(X3), dan variabel dependen yang mencakup Minat Pembelian Ulang (Y). 
Pelaksanaan penelitian ini mengguanakan pendekatan kuantitatif karena penelitian 
ini termasuk Explatory Research yang digunakan untuk menentukan hipotesis 
tertentu. Selama proses pengumpulan data, kuesioner online yang menggunakan 5-
point Likert Scale didistribusikan. Kriteria respoden penelitian ini adalah orang-
orang yang menggunakan OVO dan berdomisili di Sidoarjo. Sampel yang diambil 
sebanyak 158 responden yang menggunakan OVO di Sidoarjo. Data penelitian ini 
dianalisis dengan Regresi Linier Berganda, uji-t sebagai pengujian hipotesis, dan 
IBM SPSS Statistics ver. 23.0 for Mac OS sebagai alat analisis. Hasil penelitian 
menunjukkan pengaruh yang positif dan signifikan dari persepsi kegunaan 
penggunaan, perspektif kemudahan penggunaan, dan promosi penjualan terhadap 
minat pembelian ulang. 
 
Kata Kunci: Persepsi Kegunaan Penggunaan, Perspektif Kemudahan Penggunaan, 
Promosi Penjualan, Minat Pembelian Ulang  
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OF USE, AND SALES PROMOTION TO REPURCHASE INTENTION OF 
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This research is aimed to determine the influence of perceived usefulness, 
perceived ease of use, and sales promotion to repurchase intention of e-wallet users 
in Sidoarjo, specifically OVO users. As digital payment has been a trend for the last 
three years in Indonesia, many companies compete to get into the industry. Thus, 
OVO is intended to increase users’ repurchase intention as users’ enthusiasm and 
interest towards its services. The purpose of this research is to find whether 
perceived usefulness, perceived ease of use, and sales promotion have significant 
influence towards repurchase intention of OVO users in Sidoarjo. The research 
variables are independent variables which include Perceived Usefulness (X1), 
Perceived Ese of Use (X2), Sales Promotion (X3), and dependent variable which 
includes Repurchase Intention (Y). This research used a quantitative approach and 
is explanatory research which used a specific hypothesis. In data collection process, 
an online questionnaire was distributed with a 5-point Likert Scale. Respondents 
criteria of this research are those who use OVO and are domiciled in Sidoarjo. 
Samples taken were as many as 158 respondents of OVO users in Sidoarjo. The 
data of this research was analysed by Multiple Linear Regression, t-test as 
hypothesis testing, and IBM SPSS Statistics ver. 23.0 for Mac OS as an analysis 
tool. Results indicated a positive and significant influence of perceived usefulness, 
perceived ease of use, and sales promotion on repurchase intention. 
 









1.1 Background of the Study 
It is undeniable that technology has been developing rapidly and 
affected every sector in Indonesia, including the economy. This can be seen 
as many product and/or service providers have offered multiple options to 
purchase a product and/or service, one of them is e-wallet. The development 
of internet and technology has urged each system to operate efficiently and 
give solution and innovation in payment service and system (Nelasari & 
Cahyono 2018). 
Bank Indonesia exists as an independent public entity in the 
discharge of its duties and exercise of its powers, free of interference from 
the Government and/or any other party. Moreover, based on Act of the 
Republic of Indonesia Number 3 year 2004 Article 7, the goal of Bank 
Indonesia is to achieve and maintain the stability of Rupiah (Otoritas Jasa 
Keuangan 2013). To achieve the goal, Bank Indonesia shall conduct 
monetary policy on a sustained, consistent, and transparent basis, taking into 
account the general economic policies of the government, including the 
payment system and service in Indonesia (Otoritas Jasa Keuangan 2013). 
Bank Indonesia officially announced GNTT or Gerakan Nasional 
Non Tunai to increase the awareness in using easy, safe, and efficient 
cashless payment to society, businessmen, and government associations 




Moreover, GNTT is expected to have more Less Cash Society due to the 
low number of electronic-based transaction and/or payment in ASEAN. 
Therefore, Bank Indonesia needs to be responsible for providing payment 
service for society in Indonesia, including e-wallet usage. 
E-wallet is digital payment services which have been on drift lately 
in Indonesia. According to Bank Indonesia (2020), there are 51 companies 
which compete in the industry currently. The growth of e-wallet usage 
across the country was issued by Bank Indonesia. In 2018, the number of 
electronic money transactions in Indonesia are 47 trillion Rupiah or 
approximately 243.500.000 transactions per month. Whereas, the average 
of total transactions in 2019 is 435.600.000 transactions per month or 145 
trillion Rupiah. On August 2019, The Jakarta Post (2019) reports the top 
five e-wallet apps based on monthly active users from Google Play Store 
and iOS which includes GoPay, OVO, DANA, LinkAja, and Jenius. 
OVO is one of leading e-wallet applications in Indonesia launched 
in 2017. The application offers easiness in online transaction, including 
payments, transfers, cash-in/out, rewards, asset management and 
investment. As the owner of the application, Lippo Group (2019) states that 
OVO users had reached 60 million unique middle-class customers in more 
than 100 cities across Indonesia. In 2018, the company has expanded OVO 
usage by cooperating with multiple shopping centers, online shops, e-
commerce, and banks across Indonesia.  
The increase of e-Wallet usage, including OVO, has been proven by 




restaurant, laundry shop, clothing shop, and so on. To have depth 
understanding in this phenomenon, this research investigated the influence 
of perceived usefulness, perceived ease of use, and sales promotion of e-
wallet OVO towards customer’s repurchase intention.  
Many studies have proved that perceived usefulness and perceived 
ease of use are a set of factors which are needed by system. Rathor (2016) 
lists the factors which affect the use of e-wallet, including ease of purchase, 
usefulness of the digital wallet, and brand loyalty. Mahwadha (2019) also 
finds that perceived usefulness influences many young consumers’ attitudes 
in Surabaya, East Java-Indonesia which leads to behavioral intention in 
using e-wallet. Whereas, Gosal & Linawati (2018) say that e-wallet usage 
is not only influenced by perceived usefulness, but also perceived ease of 
use. Thus, it can be assumed that the greater consumers find perceived 
usefulness and perceived ease of use value in e-wallet, the higher possibility 
of consumers in using the app. 
Additionally, sales promotion is one of important needed key in 
running business. It is almost impossible to drive marketing strategy without 
well-managed sales promotion. Rohmah (2018) says that a company needs 
to implement interesting sales promotion for consumers which leads 
repurchase intention as competitors arises. It is recommended for service 
providers to understand the factors which lead users to have repetitive 
behavior in using e-wallet, including sales promotion.  
Ali & Roushdy (2017) say that repurchase intention greatly affects 




Harris (2018) describe that repurchase intention captures consumer’s sense 
of attachment, identification, and dedication towards a brand, product, and 
service as an affective component of loyalty. This explains of why 
repurchase intention needs to be well-observed by companies in running 
their business.  
Thus, it is decided that the title of this research is “The Influence of 
Perceived Usefulness, Perceived Ease of Use, and Sales Promotion to 
Repurchase Intention of e-Wallet Users: Case Study of OVO in 
Sidoarjo”. 
 
1.2 Problems of the Study 
Based on the background of the study which has been described 
before, this research examined in depth below problems: 
1. Does perceived usefulness have a significant influence on customer 
repurchase intention in using e-Wallet? 
2. Does perceived ease of use have a significant influence on customer 
repurchase intention in using e-Wallet? 
3. Does sales promotion have a significant influence on customer 









1.3 Objective of the Study 
Based on the problems of the study, the objectives of this research 
are to have depth understanding of: 
1. The significant influence of perceived usefulness on customer 
repurchase intention in using e-Wallet 
2. The significant influence of perceived ease of use on customer 
repurchase intention in using e-Wallet 
3. The significant influence of sales promotion on customer repurchase 
intention in using e-Wallet 
 
1.4 Significance of the Study 
The significance of this study can be determined in multiple sectors, 
including: 
1. For Academic: 
The methodology and the result of this research can be used 
for other research related with perceived usefulness, perceived ease 
of use, and sales promotion. This research explores and shows how 
the importance of perceived usefulness, perceived ease of use, and 
sales promotion in business are. It is expected that the research of 
perceived usefulness, perceived ease of use, and sales promotion 







2. For Company: 
The output of this research is beneficial not only for Lippo 
Group as the owner of e-wallet OVO, but also all e-wallet service 
providers. This study shows whether perceived usefulness, 
perceived ease of use, and sales promotion influence customer 






2.1 Review of Theory and Previous Research 
In conducting this research, there are five journals which are used as 
reference. As there are not enough international journals which discuss e-
wallet in Indonesia, it was decided to use several national journals written 
in Bahasa Indonesia and international journals which have related 
discussion and/or similar variables to this research. 
2.1.1 An Integrated Model for Customer Online Repurchase 
Intention (Wen, Prybutok & Xu 2011) 
A research in 2011 by University of North Texas students 
discusses what factors that might affect customer online repurchase 
intention. As reference in conducting this research, it was decided to 
implement three used variables of research done by Wen, Prybutok, 
and Xu, including Perceived Ease of Use, Perceived Usefulness, and 
Online Repurchase Intention. By applying Confirmatory Factor 
Analysis, the researchers prove found that Perceived Ease of Use 
indirectly influences Online Repurchase Intention through the 






2.1.2 Repurchase Intention Analysis of Mobile e-Commerce Using 
Technology Acceptance Model (TAM) Approach (Rachbini, 
Salim, Haque & Rahmawati 2019) 
A research written by students of Universitas Pancasila, 
Indonesia Banking School, and Universitas Tronojoyo discusses 
about e-Commerce Repurchase Intention by using Technology 
Acceptance Model (TAM). As there was a variety of variables 
which are used in this research, it was decided to use Perceived 
Usefulness, Perceived Ease of Use, and Intention for Online 
Transactions as reference of this research. By implementing SEM 
and AMOS as analysis tools, the researchers found that there is 
significant influence given by Perceived Usefulness and Perceived 
Ease of Use towards Intention for Online Transaction. 
2.1.3 The Impact of Perceived Usefulness and Perceived Ease of Use 
toward Repurchase Intention in the Indonesian E-Commerce 
Industry (Wilson, N 2019) 
The research published by Jurnal Manajemen Indonesia 
discusses how perceived usefulness and perceived ease of use impact 
repurchase intention in the Indonesian e-Commerce industry. As 
there were many variables used in the research, it was decided to 
choose three variables as reference of this research, including 
Perceived Usefulness, Perceived Ease of Use, and Repurchase 




Perceived Usefulness and Perceived Ease of Use have positive 
influence on Repurchase Intention. 
2.1.4 Pengaruh Iklan, Promosi Penjualan, dan Persepsi Kemudahan 
terhadap Minat Memakai Ulang Layanan Go-Pay di Wilayah 
Jakarta (Priskilia 2019) 
This study by Priskilia in 2019 discusses about Go-Pay, one of 
leading e-Wallet services in Indonesia. There are three variables in 
this research which can be used as reference during the conduct of 
the current research, including Persepsi Kebermanfaatan (Perceived 
Usefulness), Promosi Penjualan (Sales Promotion) and Minat 
Memakai Ulang Layanan (Reuse Intention). By implementing 
Regression Linier Model, t-test, and Coefficient Determination (R2), 
this research found that Promosi Penjualan (Sales Promotion) and 
Persepsi Kebermanfaatan (Perceived Usefulness) has a positive 
influence towards Minat Memakai Ulang Layanan (Reuse 
Intention). 
2.1.5 Pengaruh Sales Promotion dan Kualitas Pelayanan terhadap 
Kepuasan Konsumen serta Dampaknya pada Minat Pembelian 
Ulang (Survei pada Konsumen Jasa GrabCar di Kota Malang) 
(Kusumawati, A & Rosaliana, F 2018) 
A study by students of Universitas Brawijay in 2018 discusses 
how sales promotion and service quality may affect customer 
satisfaction and repurchase intention. As reference of the research, 




Promotion and Minat Pembelian Ulang (Repetitive Purchase). By 
applying the Total Effect and R2 Model, the researchers found that 
Sales Promotion has significant influence on Minat Pembelian 
Ulang (Repetitive Purchase). 
Table 2.1 









































8.72 as the 
analysis tool. 
Perceived ease of use 
indirectly influences online 
repurchase intention 
through the mediation of 
perceived usefulness and 
trust, while trust has an 
indirect influence through 
perceived usefulness. It is 



























ease of use 








and AMOS as 
the analysis 
tool. 
Credibility has significant 
influence on trust, while 
trust has significant 
influence on risk. While 
credibility and trust 
influence perceived ease of 
use and perceived 
usefulness significantly, 
perceived ease of use 
significantly influences on 
perceived usefulness and 
intention to online 
transactions. 
3. 
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toward 
Repurchase 

























Perceived usefulness and 
perceived ease of use have 
positive influence on 
consumers’ purchase 
intention. Meanwhile, 
perceived usefulness and 
perceived ease of use 
directly and indirectly 
influence consumers’ trust 

























































have positive influence 
on customers’ reuse 


































a. Sales promotion 








Sales promotion has 
significant influence on 
consumer satisfaction 
and repetitive purchase. 
Source: Secondary Data, Processed in 2020 
 
2.2 Conceptual Framework 
2.2.1 Mobile Payment 
In this globalization era, e-commerce has been popular in the 
last decade as provided on Figure 2.1. Laudon (2016) states e-




business. The growth of e-commerce has been proven by multiple 
transformations, such as new internet-based models of computing 
and the breadth of e-commerce offering grows in services, including 
mobile payment (Laudon 2016) 
Source: Laudon 2016, p. 416 
Figure 2.1 
The Growth of E-Commerce 
 
Mobile payment has been widely used around the world, 
including Indonesia. The usage of mobile payment has become a 
need for perfume financial activities. Karsen et al. (2019) state that 
mobile payment is one of digital payment which uses micro-
payment methods that must be supported by an authentication 
system to ensure the safety and comfort of every transaction. 
The advantage of using mobile payment is not only providing 
an independent transaction, but also its accessibility during the 
payment process (Karsen et al. 2019). Besides the offered benefits, 




for existing users, such as hacker attack, privacy violation, and virus 
attacks on mobile payment providers.  
2.2.2 Technology Acceptance Model (TAM) 
Technology Acceptance Model (TAM) has been used for 
numerous studies to explain a substantial proportion in the usage of 
intentions and behavior (Davis & Venkates, cited in Wen et al. 
2011). As stated by Davis & Venkates (cited in Wen et al. 2011), 
TAM theorizes that an individual’s behavioral intention to use a 
system is determined by two beliefs, perceived usefulness and 
perceived ease of use. Some researchers even believe that perceived 
ease of use has essential effect towards perceived usefulness as 
many consumers find that the ease of use technology will lead to 








Source: Davis & Venkates (cited in Wen et al. 2011) 
Figure 2.2 















2.2.2.1 Perceived Usefulness 
As technology advances, people start to use the 
benefits of it, including the company to increase the quality 
of services and/or products or consumers in purchasing the 
services and/or products. Davis (cited in Wen et al. 2011) 
defines perceived usefulness as the degree to which a person 
believes that using a particular system would enhance his or 
her job performance. Meanwhile, Monsuwé et al. (2004) 
state that perceived usefulness is consumers’ perceptions in 
using a medium which enhances the outcome of their 
experiences. Davis (cited in Wen et al. 2011) adds that a 
system high in perceived usefulness is one for which a user 
believes in the existence of a positive use-performance 
relationship.  
There are numerous factors analysis of perceived 
usefulness as listed below (Davis, cited in Wen et al. 2011): 
a. Quality of Work 
b. Control over Work 
c. Work More Quickly 
d. Critical to My Job 
e. Increase Productivity 
f. Job Performance 





i. Make Job Easier 
j. Useful 
Thus, it can be concluded that when consumers find 
it easy to interact with a website, application, or system, it 
means that perceived usefulness has been well-implemented 
by the developer of a particular system. 
2.2.2.2 Perceived Ease of Use 
Perceived ease of use refers to the degree to which a 
person believes that using a particular system would be free 
of effort (Davis, cited in Wen et al. 2011). Furthermore, 
Monsuwé et al. (2004) add that perceived ease of use refers 
to consumers’ perception regarding the process leading to the 
final outcome. It is claimed that an application perceived to 
be easier to use than another is more likely to be accepted by 
users (Davis, cited in Wen et al 2011). Below are some 
factors analysis of perceived ease of use (Davis, cited in Wen 
et al. 2011): 
a. Cumbersome 
b. Ease of Learning 
c. Frustrating 
d. Controllable 
e. Rigid & Inflexible 
f. Ease of Remembering 





i. Effort to be Skillful 
j. Easy to Use 
It can be assumed that when the system needs to be 
easy to operate in order to give the users benefits, a company 
needs to form a system’s flexibility and an easy-operated 
system despite the differences in consumers’ preference. 
2.2.3 Sales Promotion 
Kotler & Keller (2016) define sales promotion as a key 
ingredient in marketing campaigns which consists of a collection of 
incentive tools and is for the short term. It is stated that sales 
promotion is designed to stimulate quicker or greater purchase of 
particular product and/or service by consumers or the trade (Kotler 
& Keller 2016). 
Meanwhile, Chang (2017) states that the major function of 
sales promotion is to communicate with consumers and touch their 
hearts. Chitty et al. (2018) add that sales promotion is for stimulating 
sales force enthusiasm for a new, improved or mature product, 
invigorating sales of a mature brand, facilitating the introduction of 
new products to the trade, and obtaining trial purchase from 
consumers.  
Chitty et al. (2018) divide sales promotion into franchise 
building and non-franchise building. Franchise building is usually 




membership (Chitty et al. 2018). Meanwhile, the non-franchise 
building creates short-term brand value, such as special price 
discounts (Chitty et al. 2018). Kotler et al. (2019) add that marketers 





e. Special price 
f. Prize and/or awards 
g. Product promotion 
h. Point of purchase 
i. Contest and/or game 
2.2.4 Repurchase Intention 
Consumer behavior is a set of value-seeking activities that take 
place as people go about addressing and attempting to address real 
needs (Babin & Harris 2018). Meanwhile, Kotler & Keller (2016) 
state that consumer behavior is the study of how individuals, groups, 
and organizations select, buy, use, and dispose of goods, services, 
ideas, or experiences to satisfy their needs and wants.   
During purchasing the product and/or service, Babin & Harris 
(2018) state that customers are influenced by many factors which 




learning, perception, personal values) and external influences (e.g 
social environment and situational influences). 
Babin & Harris (2018) define consumption as one of consumer 
behavior process by which customers use goods, services, or ideas 
and transform the experience into a value. In addition, Zukin & 
Maguire (2004) state that consumption is a social, cultural, and 
economic process of choosing goods which reflects the 
opportunities and constraints of modernity. In receiving value, 
consumers are going through a process which leads to the reaction 
of consumption, such as post-choice evaluation, disposal, and repeat 
purchase behavior. 
 






Repeat purchase behavior which has the same meaning as 
repurchase intention or reuse intention is defined as the individual’s 
judgment about buying again a designated product and/or service 
while considering multiple circumstances (Hellier et al. 2003). 
Meanwhile, Rahman et al. (2014) describe repurchase intention as 
the probability that the consumers will plan or be willing to buy a 
particular merchandise or service in the future which is positively 
impacted by customer satisfaction. 
Hawkins et al. (2010) explain that the evaluation process after 
consumption determines consumers motivation in repurchase 
intention. During their research, Kusumawati & Rosaliana (2018) 
use consumption frequency, customers’ commitment, and positive 
recommendation as indicators to measure repurchase intention. 
Meanwhile, Priskilia (2019) uses learning intensity, reuse intention, 
and services preference as indicators to have a depth understanding 
of repurchase intention. 
To measure purchase intention, Rahman et al. (2014) present 
a measurement scale which includes possible to buy, intended to 
buy, and consider buying. Meanwhile, Engel et al. (cited in Rahmat 
et al. 2014) divide purchase intention into unplanned buying, 
















Source: Owned Material 
Figure 2.4 
Hypothesis Framework of the Influence of Perceived Usefulness, 
Perceived Ease of Use, and Sales Promotion to Repurchase Intention of 
e-wallet Users: Case Study of OVO in Sidoarjo 
 
 
a. Perceived Usefulness (X1) to Repurchase Intention (Y) 
Based on previous research done by Wen et al. (2011), perceived 
usefulness directly influences repurchase intention. It was proven by 
Confirmatory Factor Analysis (CFA) method and LISREL 8.72 as the 
analysis tool that perceived usefulness has a positive and significant 
influence towards repurchase intention. In addition, Wilson (2019) states 
that perceived of usefulness has positive influence on consumers repurchase 
intention. By using Partial Least Square-Structural Equation Modeling 
(PLS-SEM) method, Wilson (2019) also proves that perceived usefulness 
indirectly influences consumers’ trust in the Indonesian e-commerce 
industry. 
 H1: Perceived Usefulness (X1) has a positive and significant influence 















b. Perceived Ease of Use (X2) to Repurchase Intention (Y) 
Previous research done by Rachbini et al. (2019) find that perceived 
ease of use significantly influences intention for online transaction. In 
addition, Wen et al. (2011) explain that perceived ease of use indirectly 
influences online repurchase intention through the meditation of perceived 
usefulness and trust. Furthermore, by using PLS-SEM method and Smart 
PLS 3.2.7 as the analysis tool, Wilson (2019) proves that perceived ease of 
use has a positive influence towards consumers’ purchase intention. 
 H2: Perceived Ease of Use (X2) has a positive and significant influence 
on Repurchase Intention (Y) 
c. Sales Promotion (X3) to Intensity of e-Wallet OVO Usage (Y) 
Based on previous research done by Kusumawati & Rosaliana 
(2018), sales promotion has a positive and significant influence to 
consumers’ repetitive purchase. Furthermore, Priskilia (2019) proves that 
sales promotion has a positive influence on customers’ reuse intention by 
using regression analysis. 
H3: Sales Promotion (X3) has a positive and significant influence on 






3.1 Type of Research 
Based on the research problems and objectives that have been 
previously mentioned, explanatory research is implemented in this research. 
Zikmund et al. (2017) state that explanatory studies seek to ask ‘why’ and 
‘how’ questions. Thus, it can be assumed that explanatory research looks 
for causes and reasons why a phenomenon happens. 
During the process of this research, the researcher elaborates the 
relationship between Perceived Usefulness (X1), Perceived Ease of Use 
(X2), and Sales Promotion (X3) with Repurchase Intention (Y). 
 
3.2 Research Location 
This study will include several places which will be examined. 
Because the limitation of this study, the research will be done in Sidoarjo, 
East Java, Indonesia. It is decided due to low frequency of conducted 
research in the regency. In addition, considering that Sidoarjo is not one of 
big cities in Indonesia, the technology in the regency is still visibly 
developed, especially in digital payment development. Sidoarjo Regency is 





Map of Sidoarjo 
Source: Pemerintah Kabupaten Sidoarjo (2020) 
 
3.3 Population and Sampling 
3.3.1 Population 
Zikmund et al. (2017) state that population is any complete 
group of entities that share some common set of characteristics, 
which is stated by the researcher in order to be learnt. Additionally, 
the population is the most fundamental aspect as a set of individuals 
that share a characteristic or a set of these which is referred to the 
overall group, people, incidents, or anything to be analyzed. Thus, 
based on the previous explanation, the population of this research is 









Zikmund et. al (2017) define sample as a subset or some part 
of a larger population. Sampling allows someone to estimate some 
unknown characteristics of the population. During this stage, it is 
needed to determine who is to be sampled, how large a sample is 
needed, and how sampling units will be selected. 
3.3.2.1 Sampling Technique 
 Due to the unknown amount of e-wallet OVO users, 
non-probability sampling was conducted in this research. 
The sample is determined by purposive sampling. Zikmund 
et. al (2017) define purposive sampling as a non-probability 
sampling technique which researchers select the sample 
based on their judgment about some appropriate 
characteristics required of the sample member. Thus, the 
criteria used for this research are: 
a. Using OVO at least once per month 
b. Domiciled in Sidoarjo 
c. Aged 18 and above 
3.3.2.2 Sample Size 
Zikmund et. al (2017) mention that to determine 
sample size on the basis of judgment, researchers can use 
sample size formula, researchers’ experience, and previous 
similar study. Due to unknown respondents, the sample size 




Oktaviani, Widji Astuti, and Achmad Firdiansjah (2019) 
entitled Pengaruh Kepuasan Konsumen terhadap 
Pembentukan Komitment Pelanggan dan e-WOM pada 
Pengguna Apilkasi e-Money OVO. Based on this research, 
the sample size should be at least 60 respondents. 
In addition, Hair & Ferdinand (cited in Dewi & 
Nuzuli 2017) state that a representative sample size is ten 
times the number of indicators. In this study, there are 13 
indicators to measure each variable. It can be assumed that 
the maximum sample size of this research is 130 (13 
indicators multiplied by 10). Moreover, after conducting 
pilot study, it is decided that the sample size of this research 
is 158 respondents to strengthen the result of the research,. 
 
3.4 Type of Data 
Zikmund et al. (2017) mention two types of data, primary data and 
secondary data. Primary data are data gathered explicitly assembled for a 
research and/or project at hand. Meanwhile, secondary data are previously 
collected and assembled for research and/or project at hand.  
During this research, primary data was collected from by sharing 
questionnaires to the respondents. To complete the research, secondary data 
was utilized and gathered from international and local online journals, 





3.5 Data Collection Method 
Questionnaire was used as data collection method in this research. 
The questionnaire was shared through the link to respondents as an online 
form which is created by Google Forms. Google Forms allows researcher 
to determine the responses of the surveys neatly and automatically with real-
time responses info and charts (Google 2019). In addition, the questionnaire 
contains Likert Scale from 1 (strongly disagree) to 5 (strongly agree) and 
specific characteristics of respondents, including gender, age, income, 
education level, and where the respondents are domiciled.  
 
3.6 Operational Definition and Variable Measurement 
In this research, it is needed to employ multiple research variables to 
obtain the needed information. Zikmund et al. (2017) define variable as 
anything that varies or change in value which may assume different 
numerical or categorical values. Thus, it was decided to apply the below 
variables to convey this research. 
3.5.1 Dependent Variable (Y) 
The dependent variable is a criterion or a variable that is to be 
predicted or explained (Zikmund et al. 2017). The dependent 
variable in this research is Repurchase Intention. Repurchase 
Intention in this research is interpreted as the consumers’ reactions 
between repurchasing or not after using a product. This variable is 





3.5.2 Independent Variable (X) 
Independent variable is a variable that is expected to influence 
the dependent variable (Zikmund et al. 2017). During the research, 
it was determined to apply below independent variables. 
3.5.2.1 Perceived Usefulness (X1) 
The implementation of Perceived Usefulness in this 
research is needed to discover how consumer believes a 
product would enhance his or her job. To measure this 
variable, four questions are included in the questionnaire by 
using Likert Scale. 
3.5.2.2 Perceived Ease of Use (X2) 
Perceived Ease of Use is decided to be used in this 
research to ascertain how consumer believes a product would 
be free of effort. In evaluating this variable, respondents are 
asked to answer three questions in the questionnaire which 
later be measured by Likert Scale. 
3.5.2.3 Sales Promotion (X3) 
This variable is needed to indicate the consumers’ 
enthusiasm in communicating with a product or a brand. To 
analyze the degree of consumers’ involvement in a product, 
respondents are needed to answer three questions in the 






3.5.3 Variable Operational Definition  
Operational variable is a definition of a variable by classifying 
several activities to measure the severity of a variable (Kaliyadan & 
Kulkarni 2019). To understand how a variable operates, indicators 
can explain the meaning of a variable in questions as detailed below. 
3.5.3.1 Perceived Usefulness (X1) 
In this research, perceived usefulness refers to the 
extent to which a consumer perceives that using OVO during 
transaction will enhance his or her payment process 
experience. The indicators of this variable are adopted and 
modified from previous research by Wen et al. (2011) as 
listed below. 
a. Work More Quickly (PU1). This indicator is used to 
determine the extent of how consumers are able to 
complete their needs more quickly by using OVO. 
b. Control Over Work (PU2). This item is used to discover 
whether consumers believe that using OVO as the 
payment method helps them to make better purchase 
decision. 
c. Accomplish More Work (PU3). To find the extent of 
consumers are able to save more money for another 
purchase by using OVO during transactions, this item is 




d. Useful (PU4). This indicator is to determine whether 
consumers believe that OVO is useful or not as the 
payment method. 
3.5.3.2 Perceived Ease of Use (X2) 
This variable is used to determine the extent to which 
a consumer perceived the ease of using OVO as the payment 
method. In implementing Perceived Ease of Use, it is decided 
to implement several indicators below which are adopted and 
modified from previous study by Wen et al. (2011). 
a. Cumbersome (PEU1). This indicator is used to find the 
extent to which consumers believe that OVO is easy to 
use. 
b. Rigid & Inflexible (PEU2). To decide whether 
consumers find that OVO is flexible to interact with, this 
item is decided to be applied in this research. 
c. Easy to Use (PEU3). This item is used to measure how 
consumers believe that it is easier to use OVO during 
transaction than another payment method.  
3.5.3.3 Sales Promotion (X3) 
Sales Promotion (X3) indicates the consumers’ 
enthusiasm in communicating with a product or a brand. To 
analyze the degree of consumers’ involvement in a product, 
it is decided to apply below indicators which are adopted and 




a. Special Price (SP1). This indicator is used to determine 
whether consumers acknowledge that OVO offers 
preferable cashback than another payment method. 
b. Point of Purchase (SP2). To measure the extent of which 
consumers believe that OVO offers favored points after 
transactions, it is decided to implement this item. 
c. Membership (SP3). This item is used to find how 
consumers recognize that OVO offers advantageous 
services for Premier Account user. 
3.5.3.4 Repurchase Intention (Y) 
Repurchase Intention (Y) often describes as an 
affective component of customers’ loyalty. To measure 
consumers’ sense of attachment towards OVO, some adopted 
indicators from previous studies by Kusumawati & 
Rosaliana (2018) and Priskilia, S (2019) are modified and 
implemented into items below. 
a. Reuse Intention (RI). This indicator is used to find 
whether consumers plan to use OVO again for upcoming 
transactions. 
b. Consumption Frequency (RI2). To measure the extent of 
which consumers will use OVO for upcoming 




c. Services Preferences (RI3). This item indicates whether 
consumers prefer to use OVO services for upcoming 
transactions than another payment method.  
Table 3.1 
Variable Operational Definition  





usefulness is the 
degree to which a 
person believes that 
using a particular 
system would 
enhance his or her 
job performance 
(Davis 1989). 
(Wen et al. 2011) 
• Work More 
Quickly 
(PU1) 









of Use (X2) 
Perceived ease of 
use refers to the 
degree to which a 
person believes that 
using a particular 
system would be 
free of effort (Davis 
1989). 
(Wen et al. 102011) 
• Cumbersome 
(PEU1) 
• Rigid & 
Inflexible 
(PEU2) 







Sales promotion is a 
key ingredient in 
marketing 
campaigns which 
consists of a 
collection of 
incentive tools and is 
for short term 
(Kotler & Keller 
2016) 
(Kotler et al. 2019) 
• Special Price 
(SP1) 











intention is the 
probability that the 
consumers will plan 
or be willing to buy 
a particular 
merchandise or 
service in the future 























3.5.4 Measurement Scale of Research 
Likert scale is used in this research’s questionnaire. Zikmund 
et. al (2017) state that Likert scale is a measure of attributes designed 
to allow respondents to rate how strongly they agree to disagree with 
carefully constructed statements, ranging from very positive to very 
negative attitudes towards some object. 
Table 3.2 
Likert Scale Table 
No. Information Score 
1. Strongly Agree 5 
2. Agree 4 
3. Netral 3 
4. Disagree 2 
5. Strongly Disagree 1 
Source: Zikmund et al. (2017) 
 
3.7 Pilot Study 
Based on Baker (cited in Malmqvist et al. 2019), a pilot study in 
social science is the pre-testing of a particular research instrument which are 
usually called a smaller version of studies. Malmqvist et al. (2019) add that 
pilot study is not only used to increase research quality, but also to identify 
the necessity in modifying questions or other procedures which allow 
researchers to obtain rich data, including questionnaire. 
As the questionnaire is used as an analysis tool in this research, a 
pilot study was conducted by distributing a draft questionnaire to 30 
respondents. To increase the validity and reliability of the questionnaire 
which is precisely and consistently measurable, convenience sampling was 
implemented. Zikmund et al. (2017) define convenience sampling as non-




most conveniently available based on the researchers’ choices. With the 
help of an academic expert, the draft of questionnaire was modified by 
changing the questions into more preferable words and adding product 
explanation which may be unfamiliar for respondents. 
 
3.8 Data Analysis Method 
The data of this research is analyzed by IBM SPSS Statistics ver. 
23.0 for Mac OS. The SPSS analysis method was chosen by researcher 
based on several considerations, including the fact that the research did not 
require large samples. The SPSS technique in this research is used to prove 
the validity and the primary data reliability, which obtained from the 
questionnaire distribution. In addition, this technique is also used to 
determine the relationship of perceived usefulness, perceived ease of use, 
and sales promotion with repurchase intention of OVO users. 
3.8.1 Validity Test 
Validity test is fundamentally needed in an experiment which 
requires a questionnaire to acquire data. Based on Zikmund et al. 
(2017), validity refers to the ability of a scale to measure what was 
intended to be measured. Hence, Ursachi et al. (2015) state that 
validity implies the accuracy of a measurement or research 






In running the validity test, IBM SPSS Statistic ver. 23 for Mac 
OS was used with Pearson’s Product Moment Correlation (r). Not 
only measuring the strength and the direct association between 
variables, but Pearson’s Product Moment Correlation (r) can be used 
to get the best fit of variables (Obilor & Amadi 2018). This test is 
done by comparing the Pearson Correlation index and applying 
criteria below (Ghozali 2016): 
a. If the value is positive and the value of r Count > r Table, the 
statement is “valid”. 
b. If the value is positive and the value of r Count < r Table, the 
statement is “invalid”. 
c. If the value is negative, the statement is “invalid”. 
To know the validity of the research instrument, the 
significance value also needs to be < 0,05 to get the instrument stated 
as “valid” (Ghozali 2016). Hence, if the significance value is > 0,05, 
the instrument will be stated as “invalid” (Ghozali 2016). 
3.8.2 Reliability Test 
Reliability is the degree to which measures are free from 
random error to yield consistent results (Zikmund et al. 2017). Hajjar 
(2018) add that reliability involves with the reproducibility, 
consistency, or an examinee’s performance on the test. In running 
reliability test, Cronbach’s Alpha is used to obtain a good estimation 




Wim et al. (cited in Hajjar 2018) state that a value of Cronbach’s 
Alpha between 0,6 and 0,8 is acceptable and stated as “reliable”. 
3.8.3 Classical Assumptions Test 
Classical assumptions test is needed to complete multiple 
linear regression. This test is done after conducting multiple linear 
regression analysis by IBM SPSS Statistic ver. 23 for Mac OS. 
Classical assumptions test in this research includes Normality test, 
Multicollinearity test, and Heteroscedasticity test, which are 
explained as follows. 
3.8.3.1 Normality Test 
Ghasemi & Zahediasl (2012) describe the normality 
test is used to know whether the residual value is normally 
distributed or not. One of the main tests for the normality test 
is a Kolmogorov-Smirnov (K-S) test which is carried out by 
IBM SPSS Statistic ver. 23 for Mac OS. The K-S test is an 
empirical distribution function (EDF) in which the 
theoretical cumulative distribution is contrasted with the 
EDF of the data (Oztuna et al., cited in Ghasemi & Zahediasl 
2012). Ghozali (2011) states that the data is normally 
distributed if the significant value (p-value) is > 0,05. 
The frequency distribution (histogram) and P-P plot 
(probability-probability plot) are used as graph analysis 
during this test. Peat & Barton (cited in Ghasemi & Zahediasl 




observed value against their frequency which provides a 
visual judgment whether the distribution is bell-shaped and 
insights about gaps in data and outliers outlying values. 
Hence, P-P plot plots the cumulative probability of a variable 
against the cumulative probability of a particular distribution 
(Ghasemi & Zahediasl 2012). 
3.8.3.2 Multicollinearity Test 
Ainiyah et al. (2016) describe multicollinearity test as 
a test that is used to determine the existence of a high 
correlation between variables in multiple regression model. 
By IBM SPSS Statistic ver. 23 for Mac OS as an analysis 
app, this test can be mainly detected with Variance Inflation 
Factors (VIF) and Tolerance (Senaviratna & Cooray 2019). 
Below criteria needs to be implemented as the basic decision 
of multicollinearity test (Ainiyah et al. 2016): 
a. If VIF < 10 and value of Tolerance > 0,1, it can be stated 
as “not multicollinearity”. 
b. If VIF > 10 and value of Tolerance < 0,1, it can be stated 
as “multicollinearity”. 
3.8.3.3 Heteroscedasticity Test 
Heteroscedasticity test is used to test whether there is 
a regression model residual variance inequality from one 
observation to another observation (Ainiyah et al. 2016). 




there is inconstancy in residual variance. The regression 
model is considered to be good if there is no 
heteroscedasticity (Ghozali, cited in Ainiyah et al. 2016). 
This test can be done by implementing Glejser test 
method, which is conducted by regression between the 
independent variable and absolute residual as the dependent 
variable (Ainiyah et al. 2016). Hill et al. (cited in Ainiyah et 
al. 2016) stated that if the significance value is > 0,05, then 
there is no heteroscedasticity. 
In running this test, heteroscedasticity can be decided 
through a scatterplot graph between SRESID and ZPRED 
where the Y axis is the predicted Y and the X axis is residual 
by using IBM SPSS Statistic ver. 23 for Mac OS (Ghozali 
2016). Ghozali (2016) mentions below criteria as the basis of 
heteroscedasticity analysis: 
a. If there are certain patterns, such as dots which form 
regular certain patterns (wavy, widened, and narrowed), 
it can be assumed that there is heteroscedasticity. 
b. If there is no clear pattern and the points spread above 
and below the number 0 on the Y axis, it can be assumed 







3.8.4 Multiple Linear Regression Analysis 
3.8.4.1 Multiple Linear Regression 
Multiple linear regression analysis is an extension of 
bivariate regression analysis that allows for simultaneous 
investigation of the effect of two or more independent 
variables on a single, interval-scaled dependent variable 
(Zikmund et al. 2017). Meanwhile, Ghozali (2016) states that 
this analysis is used to analyze the magnitude of the 
relationship and the influence of more than two independent 
variables. Uyanik & Güler (2013) state that multivariate 
regression analysis model is formulated as follows: 
𝑌 =  𝛽0 + 𝛽1Χ1 + ⋯ + 𝛽𝑛Χ𝑛  +  𝜀 
or in shorthand (Zikmund et al. 2017): 
𝑌 =  ∑ 𝛽𝑖 Χ𝑖  
Explanation: 
Y = Dependent variable 
X = Independent variable 
𝛽 = Coefficient Regression Independent Variable 
𝜀 = Error 
By using IBM SPSS Statistic ver. 23 for Mac OS, this 
analysis is used to measure the influence between the 
independent variable, including Perceived Usefulness (X1), 




towards the dependent variable which includes Repurchase 
Intention (Y). 
3.8.4.2 Coefficient of Determination (R2) 
Coefficient of Determination is a measure obtained 
by squaring the correlation coefficient, that proportion of the 
total variance of a variable which is accounted for by 
knowing the value of another variable (Zikmund et al. 2017). 
By running IBM SPSS Statistic ver. 23 for Mac OS and 
looking at the value of adjusted R2, the analysis in this study 
is used to see the effect of the independent variables which 
include Perceived Usefulness (X1), Perceived Ease of Use 
(X2), and Sales Promotion (X3) towards Repurchase 
Intention (Y).  
3.8.5 Model Regression Testing 
Zikmund et al. (2017) describes F test as a procedure used to 
determine whether there is more variability in the scores of a sample 
than in the scores of another sample. In addition, to know whether a 
regression model is correct, F-Test needs to be done (Sarwono & 
Budiono 2012). This test is run by using ANOVA in IBM SPSS 
Statistic ver. 23 for Mac OS. Furthermore, F-distribution table is 
needed to test the null hypothesis of no difference between the 
sample variances. 
To make decisions of F-Test, Sarwono & Budiono (2012) 




a. If F count > F table, H0 is rejected and H1 is accepted 
b. If F count < F table, H0 is accepted and H1 is rejected 
3.8.6 Hypothesis Testing 
In conducting this study, t-test by using IBM SPSS Statistic 
ver. 23 for Mac OS is used in hypothesis testing. Schumacher (cited 
in Gerald 2018) stated that t-test refers to an inferential statistical 
procedure to determine the probability level of rejecting the null 
hypothesis. During the analysis, partial t-test is done to compare two 
groups of scores and their means, and then determine whether the 
participants in one group are related to the participants in the other 
group as described by University of Arizona Military Reach (cited 
in Gerald 2018).  
Ghozali (2016) stated that t-test shows how one independent 
variable individually influences the dependent variable by 
implementing a parameter (bi) is equal to zero, or: 
a. H0: bi = 0, means that an independent variable does not 
significantly influence the dependent variable 
b. HA: bi ≠ 0, means that an independent variable significantly 
influences the dependent variable 
In addition, Zikmund et al. (2017) explained that this test needs 
to be run by comparing t Count to t Table. If the value of t Count > 
t Table, the alternative hypothesis which states that an independent 
variable is significantly influences the dependent variable is 




3.8.7 Dominance Analysis 
Ferrando et al. (2010) described dominance analysis to decide 
which independent variables influence the dependent variable the 
most. Budescu & Azen (cited in Ferrando et al. 2010) stated that the 
dominance analysis can be done by comparing Coefficient 
Regression of each independent variable. In conducting this 
analysis, it is needed to compare the value of Coefficient Regression 
of Perceived Usefulness (X1), Perceived Ease of Use (X2), and Sales 
Promotion (X3) to decide which variable that dominantly influences 









FINDING AND DISCUSSION 
 
4.1 Research Object Description 
As one of the leading digital payments in Indonesia, OVO has 60 
million unique middle-class customers in more than 100 cities across 
Indonesia (Lippo Group 2019). Mochtar Riady, Lippo Group founder, 
stated that even though the company sold over 70% of its stake in OVO, 
Lippo Group still has the right to control the digital payment as the company 
is still the e-Wallet main stockholder (Lee 2019). 
4.1.1 Profile of Lippo Group 
Lippo Group is an Indonesian based multinational 
conglomerate company which provides property development and 
management services (Lippo Group 2019). As of April 2020, the 
company becomes market leaders in 10 key industries of the 
Indonesian company in more than 70 cities in the country (Lippo 
Group 2019). 
Lippo Group (2020) claimed that it has served over 60 
million unique customers annually as of April 2020. The company 
which was firstly started with Lippo Bank in the 1950s, is now 
providing varieties of business, including: 
a. Real estate, such as Holland Village in Jakarta and City of 




b. Retail, such as Boston, Hypermart, and Matahari Department 
Store 
c. Hospitality and leisure, including Hotel Aryaduta 
d. Healthcare, such as Siloam Hospital in Jambi and Tanjung 
Bunga in Makassar 
e. Education, including Universitas Pelita Harapan 
f. Media and news, such as The Straits Times and Globe Asia 
g. Telcom and multimedia, including First Media 
h. Digital technologies, such as bridestory.com and GrabTaxi 
i. Financial services, including Nobu Bank and OVO 
j. Global Investment, including OUE 
4.1.2 Vision and Mission 
Lippo Group (2020) dedicate its vision of “Growing in 
Stewardship, Transforming Lives” and missions below: 
a. Be responsible for what has been entrusted to the company by 
building communities and giving people another reason to smile  
b. Be dominant in presences by impacting lives and connecting 
people 
c. Obtaining leadership in key industries and new markets by 
establishing a model for growth and innovation 
4.1.3 General Information of OVO 
OVO is a smart app which allows consumers to gain bigger 
chances by collecting points in various places where merchants have 




OVO users can use OVO Cash which can be top-upped through 
bank transfer and merchants. Moreover, OVO Point can be gained 
after transactions in OVO merchants. As a digital payment service 
provider, OVO offers five advantages below for consumers (OVO 
2020): 
a. Multiplied point. 
b. Attracting promo. 
c. Huge numbers of merchants. 
d. Faster payment services. 
e. Precisely manageable finance. 
4.1.4 OVO User Classifications 
In classifying its consumers, OVO divides them into two 
categories with different services and features as listed below (OVO 
2020): 
a. OVO Club is an OVO account which offers its user to use 
unverified digital payment services. The digital payment service 
allows OVO Club users with maximum Rp2.000.000,00 as OVO 
Cash balance on the app. 
b. OVO Premier is an upgraded OVO Club account that offers a 
verified digital payment service. The app enables its users to save 
maximum Rp10.000.000,00 as OVO Cash balance. Extra 
services given by to OVO Premier users includes unlimited 
transfer feature, budgeting services, and others. To be an OVO 




procedure in selected places and verify user identity by using 
Kartu Tanda Penduduk for Indonesian citizen and passport for 
non-Indonesian citizen. 
4.1.5 OVO Features 
As one of a leading e-Wallet in Indonesia, OVO has various 
features on the app, including (OVO, 2020): 
a. Cashless transaction in more than 60,000 merchant outlets across 
Indonesia, such as restaurants, laundry services, and 
transportation services. 
b. Simple, instant, and safe services by decreasing consumers’ risks 
in receiving fake money, concern in saving cash safely, and 
trouble in finding change. 
c. 1 OVO Point = Rp1,00 which can be obtained after transactions 
in OVO merchants and used to complete transactions on the app 
and/or OVO merchants. 
d. Exclusive deals and promo which can be found in “Deals” 
section on the app and gained at OVO merchants. 
e. Easy top-up for OVO Cash anywhere and anytime in Indonesia 
through ATM, m-Banking, Internet Banking, Debit Card, and 
selected OVO merchants. 
f. Accessible bills payment, including electricity, phone, internet, 
and insurance. 




h. OVO Invest with minimum invest of Rp10.000,00 for OVO 
Premier user. 
i. Allows users to have their finance well-managed and monitored. 
 
4.2 Respondent Characteristic 
4.2.1 Gender 
The respondent characteristics based on gender is shown on 
the table below. Based on Table 4.1, it can be seen that male 
respondents are 29.7% of the total respondents. Meanwhile, female 
respondents are 70.3% of the total respondents. Thus, it can be 
assumed that most of the respondents of this study are female. 
Table 4.1 
Respondent Characteristic Based on Gender 
Category Frequency Precentace 
Male 47 29,7 
female 111 70,3 
Total 158 100 
Source: Primary Data, Processed in 2020 
4.2.2 Age 
Based on age, the respondent characteristic is classified as 
presented in Table 4.2. Respondents in 18 – 25 years old category 
are 112 people or 70.9% from the total of respondents. Meanwhile, 
respondents in 26 – 35 years old category are 29 people, respondents 
in 36 – 45 years old category are 9 people. The category with the 







Respondent Characteristic Based on Age 
Category Frequency Percentage 
18 – 25 112 70.9 
26 – 35 29 18.4 
36 – 45 9 5.7 
Above 45 8 5.1 
Total 158 100 
Source: Primary Data Processed (2020) 
4.2.3 Education Level 
On this category, respondents are divided into “High School”, 
“Diploma”, “Bachelor”, “Master”, and “Doctor”. As presented on 
Table 4.3, respondents with Doctor as their education level are 3 
people, while respondents with Master as their latest education level 
are 8 people. 
Table 4.3 
Respondent Characteristic Based on Education Level 
Category Frequency Percentage 
High School 66 41.8 
Diploma 21 13.3 
Bachelor 60 38.0 
Master 8 5.1 
Doctor 3 1.9 
Total 158 100 
Source: Primary Data Processed in (2020) 
In addition, the categories of respondent characteristic based 
on education level with the most numbers are High School and 
Bachelor with 41.8% and 38% from the total of respondents. Hence, 








4.2.4 Income per Month 
Based on income per month, the respondents of this study are 
classified into: 
Table 4.4 
Respondent Characteristic Based on Income per Month 
Category Frequency Percentage 
Under Rp 1,000,000.- 46 29.1 
Rp 1,000,000.- until Rp 2,999,000.- 81 51.3 
Rp 3,000,000.- until Rp 4,999,000.- 19 12.0 
Above Rp 5,000,000.- 12 7.6 
Total 158 100 
Source: Primary Data Processed (2020) 
From the table above, it can be seen that most of the  
respondents of this study got Rp 1,000,000.- until Rp 2,999,000.- per 
month, with 51.3% of the total of respondents. Furthermore, 
respondents which are categorized as “Under Rp 1,000,000.-” are 46 
people. Meanwhile, respondents who are classified as “Rp 
3,000,000.- until Rp 4,999,000.-” and “Above Rp 5,000,000.-” are 
19 people and 12 people. 
4.2.5 Observed Object Usage 
On this category, the respondents needed to answer “Apakah 
Anda menggunakan OVO?” or “Are you using OVO?” to increase 
the validity of the respondents’ answers as this study requires OVO 
users to answer the questionnaire. Based on Table 4.5, all of the 
respondents of this study are OVO users. 
Table 4.5 
Respondent Characteristic Based on Observed Object Usage 
Category Frequency Percentage 
Yes 158 100 
No 0 0 
Total 158 100 





Sidoarjo is divided into 18 sub-districts as pictured below. 
Thus, to know where the respondents are located and the spread of 
OVO users, it was required to the respondents to choose where they 
are domiciled in Sidoarjo. 
Based on Table 4.6, sub-district with the highest numbers of 
respondents are domiciled in Sidoarjo with 67 people. While, 
Buduran and Candi have 18.4% and 15.2% of the total of the 
respondents of this study, other sub-districts obtain between 1 to 9 
respondents. In addition, Jabon, Krembung, Porong, and Tarik have 
no respondents during the collection of data process of this study. 
Table 4.6 














Source: Primary Data Processed (2020) 
 
 
Category Frequency Percentage 
Balongbendo 1 0.6 
Buduran 29 18.4 
Candi 24 15.2 
Gedangan 4 2.5 
Jabon 0 0 
Krian 4 2,5 
Krembung 0 0 
Prambon 2 1.3 
Porong 0 0 
Sedati 2 1.3 
Sidoarjo 67 42.4 
Sukodono 4 2.5 
Taman 6 3.8 
Tanggulangin 2 1.3 
Tarik 0 0 
Tulangan 9 5.7 
Waru 3 1.9 
Wonoayu 1 0.6 




4.3 Descriptive Analysis 
This analysis measures the distribution frequency of respondents’ 
answers towards each indicator of the variables. Likert Scale was used in 
the questionnaire by using the value based on Table 3.2.  
4.3.1 Perceived Usefulness (X1) 
In conducting this study, this variable was measured by four 
questions which were answered by the respondents. Based on the 
table below, every indicator has no “Strongly Disagree” answer, 
except indicator PU3 which have 2 answers of “Strongly Disagree”. 
The mean of this variable is 3.86, which can be assumed that 
respondents have high value towards Perceived Usefulness. 
Table 4.7 
Frequency Distribution of Perceived Usefulness (X1) 
Item 
5 4 3 2 1 Total 
f % f % f % f % f % f % 
PU1 49 31.0 78 49.4 27 17.1 4 2.5 0 0.00 158 100 
PU2 28 17.7 94 59.5 34 21.5 2 1.3 0 0.00 158 100 
PU3 12 7.6 59 37.3 65 41.1 20 12.7 2 1.3 158 100 
PU4 36 22.8 92 58.2 28 17.7 2 1.23 0 0.00 158 100 
Source: Primary Data Processed (2020) 
Table 4.8 














4.3.2 Perceived Ease of Use (X2) 
During the conduct of this study, respondents are required to 
answer three questions as the measurement of Perceived Ease of Use 
as presented in Table 4.9 below. Furthermore, the mean of this 
variable is 3.97, which is considered that respondents have a high 
interest towards Perceived Ease of Use. 
Table 4.9 
Frequency Distribution of Perceived Ease of Use (X2) 
Item 
5 4 3 2 1 Total 
f % f % f % f % f % f % 
PEU1 53 33.5 85 53.8 19 12.0 1 0.6 0 0.00 158 100 
PEU2 42 26.6 85 53.8 27 17.1 4 2.5 0 0.00 158 100 
PEU3 23 14.6 65 41.1 63 39.9 7 4.4 0 0.00 158 100 
Source: Primary Data Processed (2020) 
Table 4.10 






Source: Primary Data Processed (2020) 
4.3.3 Sales Promotion (X3) 
To measure Sales Promotion, the respondents were asked to 
answer three questions. The answers of respondents during the data 
collection process are concluded on the table below. Based on the 
answers of 158 respondents, the mean of this variable is 3.88, which 







Frequency Distribution of Sales Promotion (X3) 
Item 
5 4 3 2 1 Total 
f % f % f % f % f % Total % 
SP1 40 25.3 85 53.8 29 18.4 4 2.5 0 0.00 158 100 
SP2 34 21.5 72 45.6 44 27.8 8 5.1 0 0.00 158 100 
SP3 24 15.2 80 50.6 51 32.3 2 1.3 1 0.6 158 100 
Source: Primary Data, Processed in 2020 
Table 4.12 






Source: Primary Data Processed (2020) 
4.3.4 Repurchase Intention (Y) 
Repurchase Intention was measured by requiring the 
respondents to answer three questions and using Likert Scale. The 
answers of respondents are concluded in Table 4.13. After having 
the answers calculated, the mean of Repurchase Intention is 3.71. It 
can be assumed that the respondents of this study have a high interest 
on Repurchase Intention. 
Table 4.13 
Frequency Distribution of Repurchase Intention (Y) 
Item 
5 4 3 2 1 Total 
f % f % f % f % f % Total % 
Y1 29 18.4 93 58.9 36 22.8 0 0.00 0 0.00 158 100 
Y2 26 16.5 56 35.4 70 44.3 6 3.8 0 0.00 158 100 
Y3 25 15.8 44 27.8 81 51.3 7 4.4 1 0.6 158 100 













Source: Primary Data Processed (2020) 
 
4.4 Data Analysis 
This analysis was fully done by using IBM SPSS Statistic ver. 23 for 
Mac OS. Furthermore, the analyzed data was obtained from the 
questionnaire which was publicly shared through the link of Google Form 
before. 
4.4.1 Validity Test 
To analyze the validity of the data, Pearson’s Product Moment 
Correlation (r) was used to get to get the best fit of variables, the 
strength, and the direct relationship between one variable to another. 
Based on Table 4.15, it can be seen that each significance value 
of each item is smaller than 0.05. It means that every item of the 
variables is valid. Thus, it is assumed that the items above can be 











Validity Test of Variables 
Item r Count Sig. r Table Validity 
PU1 0.803 0.000 0.156 Valid 
PU2 0.717 0.000 0.156 Valid 
PU3 0.604 0.000 0.156 Valid 
PU4 0.704 0.000 0.156 Valid 
PEU1 0.799 0.000 0.156 Valid 
PEU2 0,845 0.000 0.156 Valid 
PEU3 0.782 0.000 0.156 Valid 
SP1 0.850 0.000 0.156 Valid 
SP2 0.879 0.000 0.156 Valid 
SP3 0.749 0.000 0.156 Valid 
RI1 0.803 0.000 0.156 Valid 
RI2 0.881 0.000 0.156 Valid 
RI3 0.849 0.000 0.156 Valid 
Source: Primary Data Processed (2020) 
4.4.2 Reliability Test 
In running reliability test, Cronbach’s Alpha is used to obtain 
a good estimation of consistency by analyzing the primary data 
using IBM SPSS Statistic ver. 23 for Mac OS. Based on Table 4.16, 
it can be seen that the value of Cronbach’s Alpha of the variables 
are all between 0.6 and 0.8. Thus, it can be concluded that the 
variables of this study are reliable to be used. 
Table 4.16 
Reliability Test of Variables 
Source: Primary Data Processed (2020) 
 
 
No. Variable Cronbach’s Alpha Reliability 
1. Perceived Usefulness (X1) 0.653 Reliable 
2. Perceived Ease of Use (X2) 0.732 Reliable 
3. Sales Promotion (X3) 0.768 Reliable 




4.4.3 Classical Assumption Test 
To conduct a classical assumption test, IBM SPSS Statistic 
ver. 23 for Mac OS is used to complete multiple linear regression. 
The result of the test is detailed as follows. 
4.4.3.1 Normality Test 
Normality test is done by using Kolmogorov-
Smirnov (K-S) test to determine whether the residual value 
is normally distributed or not. Based on Table 4.17 , it can be 
seen that the significance value (p-value) is 0.200, which is 
higher than 0.05. Thus, it can be assumed that H0 is accepted 
by the determination of normality assumption. 
In addition, based on Histogram Graphic test in 
Figure 4.2, it can be seen that residual frequencies are mostly 
at 0. It means that the value of distribution data is suitable 
with a normal curve. Thus, it can be assumed that the residual 
has been distributed normally. 
Table 4.17 













Test Statistic .056 
Asymp. Sig. (2-tailed) .200 
a. Test distribution is Normal 
b. Calculated from data 








Source: Primary Data Processed (2020) 
Furthermore, based on P-P Plot test in Figure 4.3, it 
is seen that dots spread based on the diagonal line. Thus, it 
can be concluded that the residual has been normally 
distributed. 
Figure 4.3 
P-P Plot Graphic 
 




4.4.3.2 Multicollinearity Test 
To determine high correlation between one variable 
to another in multiple regression model, a multicollinearity 
test was conducted by using IBM SPSS Statistic ver. 23 for 
Mac OS. The table below is the result of the test. 
Table 4.18 




X1 0.528 1.895 
X2 0.507 1.971 
X3 0.667 1.499 
Source: Primary Data, Processed in 2020 
Based on Table 4.16, it can be seen that each variable 
has a tolerance value > 0.1 and VIF value < 10. Thus, it can 
be stated that there is no multicollinearity between one 
independent variable to others.  
4.4.3.3 Heteroscedasticity Test 
By implementing Glejser test method and scatter plot 
test on IBM SPSS Statistic ver. 23 for Mac OS, 
heteroscedasticity is conducted to know whether there is a 













Source: Primary Data Processed (2020) 
Based on Scatterplot above, it can be seen that there 
is no clear pattern and the dots spread above and below the 
number 0 on the Y axis. Thus, it can be concluded that there 
is no heteroscedasticity. 
4.4.4 Multiple Linear Regression Analysis 
4.4.4.1 Multiple Linear Regression 
By running IBM SPSS Statistic ver. 23 for Mac OS, 
this analysis is used to measure the influence between the 
independent variables which includes Perceived Usefulness 
(X1), Perceived Ease of Use (X2), and Sales Promotion (X3) 
to the dependent variables which includes Repurchase 
Intention (Y). The result of multiple linear regression 



















t Sig. Significance 
Y 
(Constant) 0.081  0.095 0.924  
X1 0.214 0.231 3.072 0.003 Significant 
X2 0.213 0.195 2.549 0.012 Significant 
X3 0.448 0.441 6.606 0.000 Significant 
         
  R : 0.736      
  R Square : 0.542      
Adjusted R Square : 0.533     
  F Count : 60.773   F Table : 2.663 
  Sig. F : 0.000    t Table : 1.975 
Source: Primary Data, Processed in 2020 
4.4.4.2 Regression Equation 
Regression equation is used to determine the 
relationship between independent variables to the dependent 
variable. The regression equation of this study is detailed as 
follows. 
Y = 0.231 X1 + 0.195 X2 + 0.441 X3 
Based on the regression equation stated before, it can 
be interpreted that: 
a. 𝛽1 = 0.231. It means that Repurchase Intention (Y) will 
increase by 0.231 unit for each additional unit of 
Perceived Usefulness (X1) with the assumption that 
another variable is constant. 
b. 𝛽2 = 0.195. It means that Repurchase Intention (Y) will 
increase by 0.195 unit for each additional unit of 
Perceived Ease of Use (X2) with the assumption that 




c. 𝛽3 = 0.441. It means that Repurchase Intention (Y) will 
increase by 0.441 unit for each additional unit of Sales 
Promotion (X3) with the assumption that another 
variable is constant. 
4.4.4.3 Coefficient of Determination (R2) 
By running IBM SPSS Statistic ver. 23 for Mac OS, 
the analysis in this study is used to see the effect of the 
independent variables which include Perceived Usefulness 
(X1), Perceived Ease of Use (X2), and Sales Promotion (X3) 
towards Repurchase Intention (Y). 
Based on Table 4.17, it is stated that Adjusted R2 is 
0.533. Thus, it can be assumed that 53.3% of Repurchase 
Intention (Y) is influenced by Perceived Usefulness (X1), 
Perceived Ease of Use (X2), and Sales Promotion (X3). 
Meanwhile, 46.7% of Repurchase Intention is influenced by 
other variables which are not discussed in this study. 
In addition, it is seen in Table 4.17 that the value of R 
(correlation coefficient) is 0.736. This value means that the 
relationship between the independent variables which 
includes Perceived Usefulness (X1), Perceived Ease of Use 
(X2), and Sales Promotion (X3) towards Repurchase 






4.4.5 Model Regression Testing 
To know whether a regression model in this study is correct, 
F-Test is done by using IBM SPSS Statistic ver. 23 for Mac OS. 
Based on Table 4.17, it is mentioned that the value of F Count is 
60.773. Meanwhile the value of F table is 2.663 (α = 0.05; db 
regression = 3; db residual = 154). Because F Count > F Table, as it 
is 60.773 > 2.66, it can be stated that H0 is rejected and H1 is accepted 
which means that the regression model that is used in this study is 
considered as good. 
4.4.6 Hypothesis Testing 
In conducting this test, t-test is used to determine how one 
independent variable individually influences the dependent variable. 
Based on Table 4.17, the result of the test is detailed as follows. 
a. Between Perceived Usefulness (X1) and Repurchase Intention 
(Y), the value of t Count is 3.072. Meanwhile, the value of t 
Table is 1.975 (α = 0.05; db residual =154). Because t Count > t 
Table, as it states 3.072 > 1.975 with 0.003 as t significance 
value, it can be concluded that Perceived Usefulness (X1) 
significantly influences Repurchase Intention (Y). 
b. Between Perceived Ease of Use (X2) and Repurchase Intention 
(Y), the value of t Count is 2.549. Meanwhile, the value of t 
Table is 1.975 (α = 0.05; db residual =154). Because t Count > t 




value. It can be concluded that Perceived Ease of Use (X2) 
significantly influences Repurchase Intention (Y). 
c. Between Sales Promotion (X3) and Repurchase Intention (Y), 
the value of t Count is 6.606. Meanwhile, the value of t Table is 
1.975 (α = 0.05; db residual =154). Because t Count > t Table, as 
it states 6.606 > 1.975 with 0.000 as t significance value, it can 
be concluded that Sales Promotion (X3) significantly influences 
Repurchase Intention (Y). 
4.4.7 Dominance Analysis 
Dominance analysis is done to decide which independent 
variable that influences the dependent variable the most. This 
analysis is done by comparing the value of the coefficient regression 
of each independent variable. 
Based on Table 4.20, it is stated that Sales Promotion (X3) has 
the highest value of coefficient regression. It can be assumed that 
Sales Promotion (Y) has the most influence on Repurchase Intention 
(Y). In addition, the coefficient regression value of each independent 
variables is positive which can be concluded that better Perceived 
Usefulness (X1), Perceived Ease of Use (X2), and Sales Promotion 
















X1 0.231 Significant 
X2 0.195 Significant 
X3 0.441 Significant 
Source: Primary Data, Processed in 2020 
 
4.5 Results and Discussion 
During the conduct of this study, 158 people participated as 
respondents. Instrument test, which includes validity test and reliability test 
has been done to determine the validity and reliability of the questionnaire 
as the instrument test of this study. Based on the result of the validity test, 
every item of each variable is valid and reliable to be used in this study.  
Classical assumption test, which includes normality test, 
multicollinearity test, and heteroscedasticity test, was also done. The result 
of normality shows that the residual has been distributed normally. 
Meanwhile, while running a multicollinearity test, it was found that there is 
no multicollinearity between one independent variable to others. In addition, 
based on the result of the heteroscedasticity test by using a scatterplot, it can 
be concluded that there is no heteroscedasticity. 
Analysis method employed in this study is multiple linear regression 
analysis. Based on the result of this analysis, it can be found that Perceived 
Usefulness (X1), Perceived Ease of Use (X2), and Sales Promotion (X3) 
have positive direction towards Repurchase Intention (Y). Thus, it can be 




and Sales Promotion (X3) will give a better result of Repurchase Intention 
(Y). 
For hypothesis testing, t-test was conducted to know the significant 
influence between Perceived Usefulness (X1), Perceived Ease of Use (X2), 
and Sales Promotion (X3) towards Repurchase Intention (Y). Based on the 
result of this test, it can be decided that H0 is rejected which means that there 
is significant influence between Perceived Usefulness (X1), Perceived Ease 
of Use (X2), and Sales Promotion (X3) towards Repurchase Intention (Y). 
Looking at the value of Adjusted R2, it can be assumed that 53.3% of 
Repurchase Intention (Y) is influenced by Perceived Usefulness (X1), 
Perceived Ease of Use (X2), and Sales Promotion (X3). Meanwhile, 46.7% 
of Repurchase Intention is influenced by other variables which are not 
discussed in this study. 
4.5.1 The Influence of Perceived Usefulness (X1) towards Repurchase 
Intention (Y) 
Based on the result of several analysis, it can be stated that 
perceived usefulness influences repurchase intention. Furthermore, 
it concludes that perceived usefulness significantly influences 
repurchase intention. The result of this research is compatible with 
previous research done by Wen et al. (2011), perceived usefulness 
directly influenced repurchase intention. Furthermore, Wen et al. 
(2011) found that perceived usefulness has a positive and significant 
relationship against repurchase intention. Not only compatible with 




research by Wilson (2019) which states that perceived of usefulness 
had positive impact towards consumers repurchase intention. 
It is assumed that the more consumers find OVO work more 
quickly and useful, the higher possibility of consumers find 
perceived usefulness value of OVO. Additionally, if OVO helps 
consumers to make better purchase decision and save money, the 
higher value of perceived usefulness of OVO will be seen by 
consumers. 
4.5.2 The Influence of Perceived Ease of Use (X2) towards Repurchase 
Intention (Y) 
If seen on the result of multiple analysis, it can be assumed that 
perceived ease of use influences repurchase intention. Moreover, it 
is agreed that perceived ease of use significantly influences 
repurchase intention The result of this research fits with previous 
research done by Rachbini et al. (2019) which states that perceived 
ease of use impacted significantly towards transaction intention. On 
top of that, Wen et al. (2011) find that perceived ease of use 
indirectly influences online repurchase intention which is relevant 
with the result of this research. Meanwhile, a research by Wilson 
(2019) which proves that perceived ease of use had positive impact 
against consumers’ purchase intention is compatible with the result 
of this research. Moreover, it can be concluded that if consumers find 
OVO flexible and easy to use than another payment method, the 





4.5.3 The Influence of Sales Promotion (X3) towards Repurchase 
Intention (Y) 
According to the result of some applied analysis, it is proven 
that sales promotion has a significant influence towards repurchase 
intention. The result of this research fits in a previous research done 
by Kusumawati & Rosaliana (2018) which state sales promotion has 
positive and significant influence to consumers’ repetitive purchase. 
Not only that, but it is also consistant to a research by Priskilia (2019) 
which finds that sales promotion had positive impact towards 
customers’ reuse intention. Furthermore, the more OVO offers 
preferable cashback and points after transaction, the higher 
possibility of consumers will have repurchase intention towards 
OVO. 
 
4.6 Limitation of Study 
During the conduct of this study, there are some limitations which 
are detailed as follows. 
a. This study was conducted in Sidoarjo and did not cover the entire 
population, especially some sub-districts, including Jabon, Krembung, 
Porong, and Tarik. 
b. The distribution of questionnaire as the instrument research of this study 





c. The independent variables used in this study are limited to Perceived 
Usefulness, Perceived Ease of Use, and Sales Promotion. The future 
researchers need to observe or add other variables, such as User 






CONCLUSION AND RECOMMENDATION 
 
5.1 Conclusion 
This study was done to determine whether perceived usefulness, 
perceived ease of use, and sales promotion have influence towards 
repurchase intention. After collecting data from 158 respondents and testing 
the primary data by implementing multiple linear regression analysis, it can 
be concluded that: 
1. After conducting multiple tests, it was found that perceived usefulness, 
perceived ease of use, and sales promotion have positive influence 
towards repurchase intention. Thus, it is concluded that hypotheses 
which declare that each independent variable has a positive influence on 
customer repurchase intention are accepted. 
2. After conducting several tests, it was found that perceived usefulness, 
perceived ease of use, and sales promotion have significant influence 
towards repurchase intention. Thus, it is concluded that hypotheses 
which declare that each independent variable has a significant influence 
on customer repurchase intention are accepted. 
3. Based on the result of conducted tests, it was found that sales promotion 
has the most influence towards repurchase intention than perceived 





Based on the conclusion above, it is suggested for Lippo Group and 
another company or a related party to apply recommendations as listed 
below: 
1. As one of a leading e-Wallet in Indonesia, OVO needs to be available 
for its users across the country. It is recommended for OVO to attract 
many services and product providers to be its merchants by offering 
events for joining as OVO merchant, such as sweepstakes. 
2. To increase Perceived Ease of Use of OVO, Lippo Group needs to 
develop the top-up method by adding credit card as one the of top-up 
method. In addition, OVO needs to advance its proficiency by 
simplifying Know Your Customer method as an upgrade for users to be 
OVO Premier user which can be done not only in OVO booth, but also 
through the app.  
3. As Sales Promotion is the most dominant variable of Repurchase 
Intention in this study, it is suggested for OVO to boost its sales 
promotion to obtain trial purchase from consumers and hold current 
users by encouraging repeat purchases. 
4. Future researchers that refer to this study need to explore more on other 
variables related to repurchase intention, such as trust, risk, customer 
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Appendix 2: Frequency Table of Respondents’ Answers 


































Appendix 3: Validity Test 








Perceived Ease of Use (X2) 
 






Repurchase Intention (Y) 
 
Appendix 4: Reliability Test 
Perceived Usefulness (X1) 
 







Sales Promotion (X3) 
 
Repurchase Intention (Y) 
 




























Appendix 7: Shared Research Questionnaire 
Data Pribadi 
Pilih salah satu jawaban berikut. 
1. Jenis kelamin 
o Laki – laki 
o Perempuan 
2. Usia 
o 18 – 25 
o 26 – 35 
o 36 – 45 












4. Pengeluaran per bulan 
o Di bawah Rp 1.000.000,- 
o Rp 1.000.000,- sampai Rp 2.999.000,- 
o Rp 3.000.000,- sampai Rp 4.999.000,- 
o Di atas Rp 5.000.000,- 

























Pertanyaan-pertanyaan berikut memerlukan jawaban berskala. 
Keterangan: 
1 = Sangat tidak setuju 
2 = Tidak setuju 
3 = Netral 
4 = Setuju 
5 = Sangat Setuju 
No. Variabel Indikator Pertanyaan 
Skala 




Menggunakan OVO dapat 
memenuhi kebutuhan saya lebih 
cepat 
     
2. PU2 
Menggunakan OVO dapat 
membantu saya memutuskan 
pembelian lebih mudah 
     
3. PU3 
Menggunakan OVO membantu 
saya untuk lebih menghemat 
     
4. PU4 
Secara keseluruhan, OVO sangat 
berguna sebagai metode 
pembayaran 
     
5. 
X2 
PEU1 OVO mudah digunakan      
6. PEU2 
OVO fleksibel untuk digunakan 
selama transaksi 





Menggunakan OVO selama 
transaksi lebih mudah daripada 
metode pembayaran lain 




OVO menawarkan cashback 
yang lebih diminati 
     
9. SP2 
OVO menawarkan poin yang 
lebih diminati setelah transaksi 
     
10. SP3 
OVO menawarkan layanan yang 
menguntungkan untuk pengguna 
akun Premier 




Saya berencana untuk 
menggunakan OVO lagi untuk 
transaksi selanjutnya 
     
12. RI2 
Saya akan menggunakan OVO 
lebih sering untuk metode 
pembayaran saya ke depannya 
     
13. RI3 
Saya lebih memilih layanan 
OVO untuk transaksi 
pembayaran berikutnya daripada 
metode pembayaran lainnya 
     
 
